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Introduction 


HeyTea is one of the top tea shop chains in China. The firms headquarter is in Shenzhen 
and it is operated by the Shenzhen Meixixi catering management company limited. HeyTea was 
formed in 2012 in a lane known as Jiangbianli, and it was initially referred to as Royal Tea 
(Heytea.com, 2019). Because Royal Tea failed to register its trademark, the firm changed the 
name and got registered as Hey Tea (Heytea.com, 2019). HeyTea is the first company to make 
cheese tea, and it also provides its customers with high-quality tea sourced from different parts of 
the world (GlobalData.com, 2019). Currently, HeyTea heavily relies on word of mouth 
marketing, especially on social media by millennials to cut down on their advertising cost. In 


2016, the firm was awarded 100M yuan from an outside investor. 


Food and beverage industry in Singapore, in which HeyTea operates, offers many investment 
opportunities, especially online shops, which have attracted many foreign investors like HeyTea 
(Min, 2017). Off late, Tea shops have become very popular in Singapore. in the country, opening 
an online tea shop does not imply high start-up costs. in Singapore, many people are also shifting 
towards online purchases, with many people moving online, this gives to any tea shop, including 


HeyTea to take advantage of the trend. 


Situational analysis 


Environmental analysis 


Concerning the legal environment, some of the major issues that may affect online tea shops are 
that the Singaporean government requires all online businesses to adhere to the internet code of 
practice. This regulation requires that all information advertised online should not be 
objectionable on the grounds of public interest. This may be a threat to HeyTea since there are 
debates in Singapore that say only green tea is healthy for consumption while HeyTea majorly 
deals in sweetened tea (euromonitor.com 2019). The law in Singapore also says that any e- 
marketer reported as spammers may be charged under the computer misuse act 
(GuidemeSingapore.com, 2019). This may be a threat to HeyTea since the information that may 


be sent via email might be spammed with some recipients. 


Concerning the technological environment, many people in Singapore are shifting from desktop 


devices to other portable devices such as smartphones and tablets. Also, social media platforms, 


for example, Facebook and twitter have been greatly embraced by Singaporeans. In Singapore, 
the internet penetration rate is 82% and this is an opportunity for HeyTea since they can reach a 
large number of consumers via the internet (Cloudrock.com, 2019). Millennials are also heavily 
using social media, especially to express their feelings. Internet speeds are also very fast in the 
country, the average broadband download speed is 180.61 Mbps while the average mobile 
download speed in the country is 44.37 Mbps (Cloudrock.com, 2019). As at now, HeyTea’s 


website receives a moderate number of visitors. 


Regarding market factors, based on studies, traditional physical retail stores, even in the tea shop 
market, and struggling to keep their shops open. This is because many customers are shifting to 
online stores. According to data provided by Singapore’s Urban Redevelopment authority, there 
have been increasing retail vacancies and increasing e-commerce in the country 
(GuidemeSingapore.com, 2019). This is both an opportunity and threat for HeyTea, because, as 
many customers are moving online, so is the competition. Some customers also still prefer 
physical stores rather than online stores (guidemesingapore.com 2019). Many of them say that 
tea is best drank at the time of need, and ordering online and waiting for the product to be 


delivered may reduce the urge to drink the tea. 


With regards to competition, HeyTea is facing competition from several tea shops, that have also 
moved some of their operations online. Some of HeyTea competitors include TWG Tea, Lupicia 
and Glasshouse (yelp.com 2019). Although they have an online presence, many of their 
websites only have the ordering function, and customers have to pay on delivery (yelp.com 
2019). Customers have also been complaining that the delivery fee charged by HeyTea’s 
competitors is a bit high (digitalinfluencelab.com, 2015). This provides an opportunity for 
HeyTea to incorporate both the ordering and paying function on its website, hence making its 
website to be a full e-commerce platform. The competitors are also more concerned about 


physical stores rather than moving online. 


SWOT analysis 
Strengths Weaknesses Opportunities Threats 
HeyTea is the HeyTea’s High internet Being spammed 
brains behind competitors can | speeds in in Singapore by 


cheese tea, this | offer the same or | Singapore customers may 


shows that the 
firm encourages 


innovation. 


products that are 
similar to those 


of the firm 


result in a law 


suit 


quickly. 


The firm already | HeyTea lack High internet Many consumers 
have a highly recognition and | penetration rate, | prefer physical 
visible website reputation in the | in Singapore, store rather than 
with moderate online tea shop | there is 82% looking for 
number of sector. internet information 
consumers penetration. about tea online. 
visiting the site 

on a daily basis. 

HeyTea has A lot of Singapore has 
enough millennials are strict online 


resources to 
fund its e- 
marketing 
strategy. In 
2017, the firm 


heavily using 
social media to 
express their 
feelings towards 


a product or a 


marketing 
regulations, for 
example, 
computer misuse 


act may affect 


registered 18.65 service, pleasing | HeyTea. 
billion USA them may result 

dollars in increased online 

revenue. referrals. 

since the Social media High 


formation of 
HeyTea in 2012, 
the company has 
ensured that it 
provide high- 
quality tea in its 


line of products. 


platforms have a 
feature that 
enable firms to 
customize 
advertisements 
sent to specific 


market segment. 


competition and 
imitation in the 
tea shop market. 
This may result 
in competitors 
mimicking 


HeyTea e- 


be des rd me Mak a 


strategy. 
ee ee ee 


E-marketing strategic plan 


Segmentation and targeting 


In terms of geographic segmentation, HeyTea target market is Singaporean nationals 
especially the ones living in most populated regions. These regions include, Bukit Merah, 
Woodlands, Jurong East Bedok and Hougang (Elaine, 2017). the wide reach of the internet also 
allows HeyTea messages to reach Singaporean nationals in other cities. With regards to 
demographic segmentation, one of HeyTea’s target markets is the millennials. This is because 
according to the study done by McKinsey and Company, currently, millennials are the ones 
powering the global economy, both in Singapore and in the world (mckinsey.com, 2019). They 
are also well conversant with online shopping as compared with other generations. A bit older 
individual, generation X to be specific, are also being targeted, this is because china was initial 
known as a tea drinking nation, and this generation likes tea. This generation was born between 


1965 and 1980 (Elliott et al, 2010). 


In terms of psychographic segmentation, this e-marketing plan targets heavy mobile 
device users as well as heavy internet users such as students and millennials. As at 2018, the 
largest users of internet for fun were students. They represented 25% of the total number of 
internet users (cloudrock.asia, 2019). with regards to behavioral segmentation, most of the 
customers shopping online always look for fairly priced products, convenience, wider selection 
as well as reviews from other sellers about the product being sold (crazyegg.com, 2018). Hence 


this E-marketing plan is targeting consumers with these behaviors. 
Differentiation 


HeyTea marketing plan is focused on achieving differentiation through the services 
offered as well and the design and structure of the online sites. In terms of service, the online 
platforms will sell more than just the products. This will be achieved by providing rich and deep 
content about the products. The online information will also be personalized as much as 


possible. This will be achieved by learning consumers market segments, their buying journey as 


well as their personas. In terms of the structure and design of the online platforms, they will be 
simple and easy to navigate. A tab will be included to enable customers ask specific questions as 


well and raise concerns. 


Positioning 


HeyTea main aim is to position themselves as quality tea shop products providers with 
moderate prices. It also needs to position itself as a firm which values its customers by offering 


quick and up to date responses to online questions and concerns. 
E-Marketing objective 


The short-term E-marketing objectives are set within a period of 5 years, i.e. 2019 to 
2024. The objectives include. (i) HeyTea’s online sales should contribute at least 35% of the 
firm’s total sales. (ii) increase the online footprint of HeyTea through increasing the number of 
social media platforms followers by 55% and the number of website visitors by 25%. (iii) 
become one of the top online influencers of the tea shop industry, this can be measured by at 


least 75% positive response to all the information posted online. 
E-marketing strategy 


With regards to pricing strategies, HeyTea E-marketing strategy will make use of various 
prices to suit different segments of customers. Full price will be quoted for customers who order 
below five products. For consumers who will buy more than five of HeyTea products in one 
purchase will be allowed 15% discount. For customers who will create accounts within HeyTea 
websites and use them to order products will be allowed 35% discount only on their first 
purchase. By applying this, customers will be motivated to create accounts and order more 


products online to get price discounts. 


With regards to product strategies, the current HeyTea website will be improved to 
include certain aspects. HeyTea’s current websites involves customers scrolling down to find 
information, this will be changed to include more appealing tabs and links on the home page. 
The firm’s social media sites will also be made more active compared to the way they are now; 


this will call for posting HeyTea product related information after every five minutes. With 


current trend of people shifting from computers to more smaller devices such as smartphones and 


tablets, the website will also be improved to fit in these devices. 


On the distribution strategy, customers will place their orders and purchase directly 
through HeyTea’s website, links will also be included on social media sites that will lead 
customers to the website to place their orders. The website will also serve a transactional 
function as the customers will have the option of paying online. The ordered products will be 


delivered physically by the use of motorcycles within 20 minutes of order placement. 


Concerning promotion strategy, HeyTea will use several online platforms. HeyTea will 
ensure that all its social media platforms are verified and are effectively used to share 
information. An article section will be created on the website where articles about HeyTea 
products will be posted. Through the use of Instagram stories, HeyTea will use Instagram to post 
all the positive reviews videos from customers. Email marketing will also be used, when 
customers visits the website, their consent will be sought about being sent HeyTea ads. This will 


enable to firm to send personalized information to all the customers. 


Implementation plan 
Strategy Description Responsibility Schedule 


Price S1 Promotional 
pricing strategy 


Marketing will set the Gontinuous 
price based on the process, from 
customer 's activity. 2019 to 2024 


IT: update the prices on 
the website 


Accounting: ensure the 
profit margin does not 
harm the firm. 


S2 Segmented Marketing: set the Continuous 
pricing segment’s price process, from 


2019 to 2024 
IT: update the prices on ° 


the website 


Accounting: ensure the 
profit margin does not 
harm the firm. 


Product S1 Improving IT: ensure the website Start Aug2019 
current website | is improved according | launch Dec 
to include tabs | to the standards needed | 2019 
and links : 
Finance: source and 
provide funds 
Quality Assurance: 
ensure the quality of 
the website meets the 
firm’s standards 
S2 Improvement Finance: source and Start Aug2019 
and verification | provide funds Aug Dec 2019 
of social media ; 
sites IT; ensure the sites are 
verified and improved 
Marketing: create and 
provide the content to 
be posted. 
S3 Improvement of | Finance: source and Start Aug2019 
current website | provide funds launch Dec 
to 2019 
accommodate IT: look for a wed 
people using designer 
small devices. 
Distributio | S1 Build an IT: look for a wed Start Aug2019 
n ordering and designer launch Dec 
TOSTA i Finance: source and Ed 
provide funds. 
s3 Ensure the link | IT; ensure the link Continuous 
is available on | posted is up to date process, from 
all social media . 2019 to 2024 
Marketing: create and 
platforms. ; ; 
share the information to 
be included in the link 
Promotion S1 Creation of an IT; collaborate with Start Aug2019 
article section web developer to launch Dec 
on the website ensure article sectionis | 2019 
created. 
Finance: source and 
provide funs 
Continuous 


Marketing: ensure 
relevant articles are 


process, from 


posted. 2019 to 2024 
S2 Effective social | Marketing: create and Continuous 
media post content process, from 
utilization , 2019 to 2024 
IT: ensure the sites and 
properly functioning 
S3 Personalization | Marketing: ensure the Continuous 
of email content is relevant and | process, from 
marketing effectively customized | 2019 to 2024 
content : 
IT: ensure the system is 
effectively functioning. 
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As it can be seen from the table, the success of this E-marketing plan depends not only on 


the marketing department but also other departments. So, to realize its objectives, all the 


necessary department, more so the vital ones such as IT and Finance must fully collaborate to 


make the plan a success. 


Evaluation and budget 


strategy 


customers who create 
accounts and buy from 
them by 


<25% poor performance 
26-50 average 
51> good performance 


Online sales should 
contribute at least 35% of 
the total sales 


Strategy Description 5-year plan evaluation Budget 
criteria 
Price Promotional pricing | Increase on the number of 


Segmented pricing 


Increase in number of 
customers who buy more 
than five products by 


<25% poor performance 


26-50 average 


51> good performance 
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Product 


Distribution 


S | Improving current 
1 | website to include 
tabs and links 


S | Improvement and 
2 | verification of social 
media sites 


WN 


Improvement of 

3 | current website to 
accommodate people 
using small devices. 


S | Build an ordering 
1 | and payment link in 
the website 


Increase on the number of 
sales conducted through 
website by 


<20% poor performance 


20-30% fair performance 


30-60% average 
performance 


>60% good performance 


Increase in the number of 
social media followers by 


<25% poor performance 
26-50 average 
51> good performance 


More than 3000 likes for 
every social media post is 
good performance. 


Increase in the number of 
people accessing the 
website through tablets 
and phones by more than 
67% is considered as a 
good performance. 


Increase in website traffic 
by >55% is good 
performance. 


An ordering confirmation 
must be sent to customers 
below 1 minute of their 
order placement. 


The payment made should 
reflect in below 3 minutes 
of their payment. 


A one-time cost of 
$18,000 to improve 
the website and 
additional $200 for 
maintenance 


A one-time cost of 
$500 paid to web 
developer to 
improve the sites. 


A one-time cost of 
$18,000 to improve 
the website and 
additional $200 for 
maintenance 


The cost is covered 
in the $18,000 for 
web development 
plus $200 monthly 
maintenance cost. 


S | Ensure the link is 


The number of customers 


Promotio 
n 


available on all 
social media 
platforms. 


who accessing the website 
from the social media 
links increase by 


<25% poor performance 
26-50 average 


51> good performance 
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S1 Creation of an article | Each article posted must | The cost is covered 
section on the be viewed by >20 visitors | in the $18000 for 
website Each vis; k web development 

ac SS must ta - plus $100 monthly 
east 5 minutes on eac si a eeo 
article 

S2 Effective social Each social media post 
media utilization must have at least 400 

likes and 100 comments |` 
>75% of comments 
should be positive 

S3 Personalization of The number of customers 


email marketing 
content 


who access the website 
through the link attached 
in their personalized 
email ad increase by 


<25% poor performance 
26-50 average 


51> good performance 
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